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a ignorar pontos relevantes para o 
desenvolvimento social e econômico 










RCTC FKXWNICT CU RQVGPEKCNKFCFGU






















RÕDNKEQU G GORTGUCU UG EQORCTC
FCU EQOQWVTCU2CTCGZRNQTCT GUUC
CRVKFºQ Ã SWG HQK FGUGPXQNXKFQ Q
marketingFGNWICTGU









 R  EQOQ ő=? Q







TGEGPVG Qmarketing FG NWICTGU Ã
WOFGUGPXQNXKOGPVQFQmarketing 
FG EKFCFGU QW city marketing SWG
EQPHQTOG2GTGKTC 
 L¶GTCGO


















está referindo a novos investimen





RGUUQCU G GORTGUCU UG GUVCDGNGÁCO
PQ'UVCFQÃHWPFCOGPVCN
'UVG VTCDCNJQDWUEC UQDCÎVKEC
do marketingFG NWICTGU CPCNKUCT C
GſEKÄPEKCFCGUVTCVÃIKCKPUVKVWEKQPCN
FQ)QXGTPQFG/CVQ)TQUUQFQ5WN
SWCPVQ ´ RTQOQÁºQ ´ CVTCÁºQ FG
investimentos e ao desenvolvimento 
GEQPÏOKEQFQ'UVCFQEQPUKFGTCFQU
QUCPQUFGUWCJKUVÎTKC
2 Marketing de lugares
1marketing Ã GUUGPEKCNOGPVG













FGFKURQUKVKXQUFG EQPVTQNG G RQT
ſOCLWUVGUPQURNCPQUQWPCUOGVCU
RTÃGUVCDGNGEKFCU
*¶ CPQU QRNCPGLCOGPVQ GUVTC
tégico de marketing FGKZQWFG UGT
GZENWUKXKFCFG FCU GORTGUCU RTK
XCFCU GRCUUQW C UGT CRNKECFQ CQU
FKXGTUQU UGIOGPVQUFC UQEKGFCFG




com os elementos de marketing se 
CFCRVCPFQFGCEQTFQEQOQQDLGVQ
CGZCOKPCTQWFKHWPFKT





















UG GPECKZCT PQ CODKGPVG ECFC XG\
OCKUFKP¸OKEQ G EQORGVKVKXQ SWG
UGFGUEQTVKPCPQUFKCUCVWCKU'GUUC
TGGUVTWVWTCÁºQPQ¸ODKVQFGNWICTGU
CVKPIGFGUFG ITCPFGU PCÁÐGU EQO
ITCPFG RQVGPEKCN VGEPQNÎIKEQ CVÃ
RGSWGPQUGTGOQVQUXKNCTGLQU
5KNXC 
 CETGFKVC SWGQ city 
marketing Ã WO KORQTVCPVG KPUVTW
OGPVQ PQ CRQKQ ´ GNCDQTCÁºQ FG












NQECKU CQU SWCKU QU RNCPGLCFQTGU
FG NWICTGU FGXGOFKURGPUCTOCKU
GUHQTÁQUFGmarketingPCRTQOQÁºQ















EQO C CFOKPKUVTCÁºQRÕDNKEC RQ
FGOUG EQORCTCT CU UGETGVCTKCUFG
'UVCFQ 
HC\GPFC GFWECÁºQ UCÕFG














GUVTCVÃIKEQ FG NWICTGU RQFG UGT




















 FGUVCEC SWG CUUKO EQOQ C
RTQRTKGFCFG VCPIÈXGN C KPVCPIÈXGN
VCODÃORQFG UGT EQVCFCSWCPVQ C
UGW XCNQT GEQPÏOKEQ RQTÃO GUUC
ÕNVKOC Ã ÈORCT GZENWUKXCFG ECFC
QTICPK\CÁºQ 2CTC/QUUCVQ 

dentre as estratégias empregadas 
PCCVTCÁºQFGCVKXKFCFGUGGORTGUCU
INQDCKUCEQPUVTWÁºQFGWOFKUEWTUQ










RÕDNKEQ CQRCUUQSWG UWC KOCIGO
Ã EQOQ GUVG TGCNOGPVG C XÄ0GO





RCTVKT FG WORQPVQ HWPFCOGPVCN
RCTC TGFW\KT C RTQDCDKNKFCFG FG
GTTQCRGUSWKUCFGmarketing5GQU





para responder como a marca do 
NWICTFGXG UG CRTGUGPVCT SWG GUUG
OGUOQ RÕDNKEQCNXQ 2CTC-QVNGT
G QWVTQU 













SWG CRTGUGPVCOSWCNKFCFGU G FG
HGKVQU1WUQGCOKUVWTCKFGCNFGNGU
UGTºQFKVCFQURGNQ EQPUWOKFQT#
TGVTQCNKOGPVCÁºQ FQ ENKGPVG RTQU



















 COGCÁCU EQPUQPCPVG C-QVNGT G
QWVTQU

0GUUG UGPVKFQ CU KPHQTOCÁÐGU
foram coletadas tanto no setor pri
XCFQSWCPVQPQRÕDNKEQGOHQTOC
FG GPVTGXKUVCU G FG FQEWOGPVQU
NGXCPVCFQU EQO VCKU HQPVGU3WCVTQ
CURGEVQU HQTCOCPCNKUCFQU C HQT
ÁCU G HTCSWG\CU QDUGTXCFCU RGNQU
CIGPVGU RÕDNKEQU G RTKXCFQU D










HQTCORTQRQUVCU FKTGVTK\GU RCTC Q
posicionamento estratégico do Es
VCFQEQOQNQECNKFCFGSWGEQORGVG
KPVGTPCEKQPCNOGPVG































D C KPUVKVWKÁºQ RTGEKUCXC FG





FGUUG SWGUKVQ CNKCFC ´ QRGTCÁºQ
FC GORTGUC GOOCKU VTÄU'UVCFQU





FQ 5WN PC EQOWPKFCFGPCEKQPCN G
KPVGTPCEKQPCN
&KXGTUQU UGVQTGU HQTCOCDQTFC
FQU XKUCPFQ C RTQRQTEKQPCT WOC
XKUºQOGTECFQNÎIKECCORNCPºQ UG
TGUVTKPIKPFQCWOÕPKEQ ECORQFG


















# GPVTGXKUVC C NKFGTCPÁCU GUVTC
VÃIKECU VCPVQ PQ ¸ODKVQ RTKXCFQ
SWCPVQRÕDNKEQGCRGUSWKUCFQEW
mental foram o procedimento meto
FQNÎIKEQCFQVCFQRCTCUGEJGICTCQU
TGUWNVCFQUFQGUVWFQ1SWGUVKQP¶TKQ
aplicado aos entrevistados compre
GPFGWRGTIWPVCUCDGTVCUQSWGNJGU
RQUUKDKNKVQW GZRTGUUCT UWCU XKUÐGU
EQORNGPCNKDGTFCFGGCORNKVWFG














4.1  Forças e fraquezas presentes 
em Mato Grosso do Sul
'UVG VÎRKEQ EQPUQNKFCQURQPVQU
RQUKVKXQU 
HQTÁCU G PGICVKXQU 
HTC
SWG\CUCVTKDWÈFQUCQ'UVCFQCRTG













EQPHTQPVCÁºQ GPVTG QU LWÈ\QU HGKVQU
RGNQUTGURGEVKXQUCVQTGU
0ºQÃHCVQPQXQSWGQUTGEWTUQU




2QTÃO C KFGPVKHKECÁºQ FG QWVTQU
atrativos presentes no Estado e no 
OGTECFQ PQ SWCN GUVG UG KPUGTG Ã
WOFQURTKPEKRCKUſPUFGUVG GUVW
FQ0GUUGUGPVKFQCCRTGEKCÁºQFCU
RGTEGRÁÐGU FQ GORTGUCTKCFQ CSWK
TGEÃOKPUVCNCFQ HQTPGEG PQXCU G
GſEKGPVGUOCPGKTCUFGUGCDQTFCTC
RTQOQÁºQ KPUVKVWEKQPCNFQ'UVCFQ





IGTCN VCKU EQOQ UQNQ NQIÈUVKEC G
EQOWPKECÁºQ GPSWCPVQQU CIGPVGU
RTKXCFQU CNÃOFGGPHCVK\¶NCU TGU






FG KPXGUVKOGPVQ EQOQ TWCU NCTICU


















Empresa privada Administração Pública
.QECNK\CÁºQ GUVTCVÃIKEC 
HC\ HTQPVGKTC EQO FQKU
RCÈUGU FC #OÃTKEC .CVKPC G EQO EKPEQ 'UVCFQU
DTCUKNGKTQU
.QECNK\CÁºQ GUVTCVÃIKEC 
HC\ HTQPVGKTC EQOFQKU RCÈUGU FC
#OÃTKEC.CVKPCGEQOEKPEQ'UVCFQUDTCUKNGKTQU




2QUUWK JKFTQXKC PCXGI¶XGN GO SWCUG VQFC UWC GZVGPUºQ
CDTCPIGPFQ QWVTQU 'UVCFQU G RCÈUGU 
EQTTGFQT FG GUEQC
OGPVQ














+PHTCGUVTWVWTC G NQIÈUVKEC 














Quadro 1 – Opiniões dos gestores privados e públicos sobre as forças de Mato Grosso do Sul
Fonte: Elaborado pelos autores
Fraquezas







Horário de encerramento do transporte coletivo 













Quadro 2 – Opiniões dos gestores privados e públicos sobre as fraquezas de Mato Grosso do Sul











4.2  Oportunidades e Ameaças 
Mercadológicas para Mato 
Grosso do Sul






VKOKFCFGŒ CTIWOGPVC 5KNXC 

R,WUVCOGPVGRGNQGUVÈOWNQSWG











Empresa privada Administração Pública
/GTECFQXCTGLKUVCGOGZRCPUºQ #WOGPVQFCRTQFWÁºQKPFWUVTKCN
























Quadro 3 – Opiniões dos gestores privados e públicos sobre as oportunidades mercadológicas 
para Mato Grosso do Sul








estímulo que sofre de 
diversas inconstantes, 



















Empresa privada Administração Pública
%QPEQTTÄPEKC 2TQFWÁºQRQWEQFKXGTUKſECFC















Quadro 4 – Opiniões dos gestores privados e públicos sobre as 
ameaças mercadológicas para Mato Grosso do Sul
Fonte: Elaborado pelos autores
0ºQUGGUV¶CCſTOCTSWGCUSWGUVÐGU KPFKECFCUEQOQTGNGXCPVGURGNQ
RQFGTRÕDNKEQUGLCOVQVCNOGPVGFGURTG\CFCURGNQUCIGPVGURTKXCFQUOCU






















em todos os ramos de atividade nos 
SWCKUGZKUVCWOCQHGTVCOCKQTSWGC
RTQEWTCCEQPEQTTÄPEKCEQPUVKVWKWO
elemento de relevo aos estrategistas 
FGOGTECFQ
# TGNCÁºQ FQU RTKPEKRCKU 'UVC
FQU EQPEQTTGPVGU FG/CVQ)TQUUQ






GZVGTPQU Ã CNVCOGPVG EQORGVKVKXC
OWKVCUXG\GUEWNOKPCPFQGOKPEGP
VKXQUſUECKUQPGTQUQU´NQECNKFCFG
# XGPFC G VCODÃO C RÎUXGPFC
FG NWICTGU TGCNK\CFCUFGOCPGKTC
RNCPGLCFC VÄORQTQDLGVKXQGXKVCT
RQUUÈXGKU FKUVQTÁÐGU PQ RTQEGUUQ
VCKU EQOQ Q PºQ CVGPFKOGPVQ FCU
PGEGUUKFCFGUGORTGUCTKCKUPQNQECN
RTKPEKRCNOGPVGCRÎUUWCKPUVCNCÁºQ
1U EQPEQTTGPVGU UºQ KPÕOGTQU
CUUKOEQOQUºQUWCURTQRQUVCUFG




A venda e também 




por objetivo evitar 
possíveis distorções 
no processo, 








4.4  Estratégias Utilizadas na Pro-

























































0C IGUVºQ FQ GZIQXGTPCFQT
9KNUQP$CTDQUC/CTVKPU C GUVTCVÃ
IKCGTCQWVTC'PVTGQWVTCUCÁÐGUC




































FG VWTKUOQFG EQWTQ PCEKQPCKU G
KPVGTPCEKQPCKU G PC TGCNK\CÁºQ FG
%QPEQTTGPVGU















Quadro 5 – Relação dos Estados e regiões que concorrem com 
Mato Grosso do Sul por investimentos externos









de várias feiras 
específicas, 
como de turismo 


























FKURÐG FG WORTQITCOC GURGEÈ
ſEQ TGIWNCOGPVCFQ EQODCUGPC











FKXWNICÁºQ GZVGTPC G KPVGTPC FCU
RQVGPEKCNKFCFGUNQECKUPQKPVGPVQFG




UGVQT RTKXCFQFGXGO PQ GPVCPVQ
EQORQTWORNCPQOCKQT EQO UWC
EQPECVGPCÁºQGOWORTQLGVQCDTCP
IGPVG FGOÃFKQ QW NQPIQ RTC\Q
RCTCSWGUGRTQRQTEKQPGWOOCKQT
CRTQXGKVCOGPVQ FCU HQTÁCU NQECKU
#FGOCKUGUUCUCÁÐGUUºQRCTVGFGWO
composto mais amplo compreendido 














CORNCU QPFG Q CITQPGIÎEKQ VGO
RCRGN HWPFCOGPVCNOCU UG UQOCO
























capital no mercado local e acontece 
WOC GZRCPUºQRGTEGRVÈXGN EQO C
KPUVCNCÁºQFGPQXCUGORTGUCU3WCP
FQQ UGVQT CITQRGEW¶TKQ GUVCIPCQ






FG HQTOC EQPVÈPWC CQ WVKNK\CT QU
TGEWTUQUFGSWGFKURÐGRCTCCCVTC
















estratégico de marketing de lugares 
CORNQCRQKCFQGORGUSWKUCUCDTCP
IGPVGUSWGRQUUKDKNKVGOCQU GZGEW




# GNCDQTCÁºQFGUVG GUVWFQ QD
LGVKXQW C KFGPVKHKECÁºQ FCU CÁÐGU
estratégicas para o desenvolvimento 
GEQPÏOKEQRTQOQÁºQGEQPUGSWGPVG









NQECN G RQT EQPUGIWKPVG EQO UGW
FGUGPXQNXKOGPVQGEQPÏOKEQFGXGO
UG EQPEGPVTCT PC KFGPVKſECÁºQFCU
CVKXKFCFGUSWGOCKUQRQTVWPK\GOQ
Estado a competir nacional e inter










o Estado adotar 
um planejamento 
estratégico de 
marketing de lugares 





EKCVKQPGlossário de termos de 
marketing&KURQPÈXGN GOJVVR
YYYOCTMGVKPIRQYGTEQONKXG
OIFKEVKQPCT[RJR #EGUUQ GO 
QWV
#4&+)¦%/Diretrizes de ma-
rketing para o desenvolvimento 
econômico sustentado de cidadesWO
GUVWFQFGECUQFCEKFCFGFG+VCLCÈŌ5%










G CRNKECÁºQDiário Oficial [da] Re-








)#+1 5)178'+# .1 branding 
VGTTKVQTKCNWOCCDQTFCIGOOGTECFQNÎ


























EÈRKQU FGmarketing 4KQ FG ,CPGKTQ
2TGPVKEG*CNNR+P#4&+
)¦%/Diretrizes de marketing 














1.+8'+4# ) % 2QVGPEKCN VWTÈU
VKEQ G KPFWUVTKCN FG/5 Ã CVTCGPVG
RCTC RQTVWIWGUGUNotícias MS 













5#%4#/'061 +3Marketing de 
turismoGODWUECFGWOCRTQRQUVCFG
YGDUKVGRCTCRTQOQÁºQFGRCÈUGUEQOQ






presarialismo turístico e desenvolvi-







;#0#<'/*Gestão de marketing 
e comunicaçãoCXCPÁQUGCRNKECÁÐGU
5ºQ2CWNQ5CTCKXC
Visite nosso site:
ZZZXQLIDFVEU
